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Philip Morris International 
Cigarette Marketing Code 


Statement of Purpose 

Philip Morris believes in a responsible marketing of its cigarettes in accordance with 

the following principles. 

• Our cigarettes are to be marketed to adults. 

• Our marketing is to be directed towards adult srnokers, with the purpose of 
retainiirg those cortsumers who now buy our products and of switching 
smokers of other brands to our brands. 

• The marketing of our products shall be in compliance with relevant laws, 
regulations and industry codes. 

Towards these ends, Philip Morris International has adopted this Cigarette 

Marketing Code to be applicable to the marketing of all its cigarette brands, 


The Code 

We shall adhere to the following rules when advertising or promoting our 
cigarettes. 

1. No advertising shall appear in media which is directed principally towards 
minors. Advertising shall not be placed on signs or billboards located in ii 
close promixity to .schoj)ls or other facilities, such as playgr ounds, which are^l 
frequented particmar^Tiy minors. In adverdsing wfccfTruhs in movie 
. theaters, the accompanying feature presentation should be one directed 
' ri towards an adult audience. Where cigarette advertising is permitted in 
I! electronic media, it should only appear during the la ter evening hours. 


Source: https://www.industrydocuments.ucsf.edu/docs/rnbjOOOO 
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No promotion shall be directed towards minors. Our 
shall not appear on items, such as toys or dolls, j 
mirvors; further, our brand names and logos shall r 250 
replicas of racing vehicles which are offered to the p 
which are likely to be played by minors. Where , 
entertainment, the entertainer, and the entertainmer! 0 ^ 

particular appeal to minors. Clothing bearing cigaret ^ 

be in adult sizes only. ^ ' jet fc 

Where third parties use our brand name or logo on- . 

directed towards minors ^ for instance, school note ^ 
cigarettes and the like '- the Company will j 

discontinuance. Where the third party refuses to coi ^ ^ 

legal ection will be taken. j ,, , 250H001807 

The subject matter of our advertising shall not be I ^ ' 

appeal to minors. Celebrities who particularly appe^ 
pictured or quoted in our cigarette advertising. Me 
dgarette advertising shall be - and shall appear to be - o , - . 

„ , . Mi 

Our advertisements should not suggest that smoking is;. ^ 

social success or to sexual attraction. <h ^ 
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Our advertisements should not suggest that smoking is; 
social success or to sexual attraction. 


While our advertising must be directed towards srh 
convey the impression that all persons are sm. 
advertisement pictures more than three persons, no nj 
group shall be depicted as smokers. 

No payment, direct or indirect, shall be made for tl 
cigarettes or cigarette advertisements in any film product 
general public. 
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No sample products shall be offered to minors. Where 
as to age, the sampler shall seek verification and if ther i 

the sample shall not be offered. Sampling will not take place i 
places which have a particular appeal to minors. 

Marketing by direct mail shall be directed only at adult smol 
premiums are offered in exchange for coupons or used packages 
requesting the premium must certify that he or she is not a minoi 
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No promotion shall be directed towards minors. Our 
shall not appear on itemS; such as toys or dolls, ) 
minors; further, our brand names and logos shall n 2504D01806 
replicas of racing vehicles which are offered to the p 
which are likely to be played by minors. Where , 
entertainment, the entertainer, and the entertainmer; (£) a 

particular appeal to minors. Clothing bearing cigaret' t' ^ 

be in adult sizes only. | h> 

Where third parties use our brand name or logo o 
directed towards minors - for instance, school notd j / j 
cigarettes and the like the Company will | 
discontinuance. Where the third party refuses to col ^ 

legal action will be taken. | 
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The subject matter of our advertising shall not be j ^ 
appeal to minors. Celebrities who particularly appea 
pictured or quoted in our cigarette advertising. Mo 
cigarette advertising shall be - and shall appear to be - d _. 

uu u . . . \ ^ 

Our advertisements should not suggest that smoking is :■ ' . 

social success or to sexual attraction. ; 
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While our advertising must be directed towards sm 
convey the impression that all persons are sm^ 
advertisement pictures more than three persons, no ni 
group shall be depicted as smokers. 

No payment, direct or indirect, shall be made for tl 
cigarettes or dgarette advertisements in any film produci 
general public. 


No sample products shall be offered to minors. Where 
as to age, the sampler shall seek verification and if ther i 

the sample shall not be offered, Sam.pling will not take place i 
places which have a particular appeal to minors. 

Marketing by direct mail shall be directed only at adult smol 
premiums are offered in exchange for coupons or used packages 
requesting the premium must certify that he or she is not a minor 
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2. N’o promotion, shall be directed towards minors. Our brand names and logos 
shall not appear on items, such as toys or dolls, which are marketed to 
minors; further, our brand names and logos shall not appear on miniature 
replicas of racing vehicles which are offered to the public or in video game^ 
which are likely to be played by minors, Where the Company sponsors,'^ 
entertainment, the entertainer, and the entertainment itself, shall not be o|| 
particular appeal to minors. Clothing bearing cigarette names or logos shall 
be in adult sizes only. 

3. Where third parties use our brand name or logo on products which are 
directed towards minors ’ for instance, school notebooks, kites, chocolate 
cigarettes and the like the Company will immediately request 
discontinuance. Where the third party refuses to comply with the request, 
legal action will be taken. 


4, 


5. 


The subject matter of our advertising shall not be such as to particularly^ 
appeal to minors. Celebrities who particularly appeal to youth shall not beY 
pictured or quoted in our cigarette advertising. Models appearing in our|/ 
cigarette advertising shall be - and shall appear to be - over the age of 25. ‘ 


Our advertisements should not suggest that smoking is essential to athletic qxL 
social success or to sexual attraction, ( 


6. While our advertising must be directed towards smokers, it should not 
convey the impression that ail persons are smokers. Where an 
advertisement pictures more than three persons, no more than half of the 
group shall be depicted as smokers. 

7. No payment, direct or indirect, shall be made for the placement of our 
cigarettes or cigarette advertisements in any film produced for viewing by the 
general public. 

8. No sample products shall be offered to minors. Where there is any question 

as to age, the sampler shall seek verification and if there remains a question^ 
the sample shall not be offered. Sampling will not take place at events 
places which have a particular appeal to minors. v 

9. Marketing by direct mail shall be directed only at adult smokers. Where 
premiums are offered in exchange for coupons or used packages, the person 
requesting the premium must certify that he or she is not a minor. 
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Interpretive Points 


1. These rules are not intended to replace - only to supplement - the advertising 
and marketing codes which exist or are being enacted in many of our markets. 
In the European Community where there are active and ongoing 
negotiations for an industry code of .this type, implementation of this Code 
shall be achieved through agreement on an industry code incorporating 
provisions comparable to those contained here. 

2. It is sometimes difficult to say whether particular advertisements or 
promotions are directed towards minors. In trying to address the issue of 
what is illegal obscenity, a-U.S. Supreme Court Justice vvTote that obscenity 
was difficult to define Isut he knew it when he saw it This "smell test" 

\ approach should be used in addressing the more difficult issues arising under 

this Code. 

3. The term "minor" shall be defined for each market by reference to the age 
when the public generally accepts that a person becomes an adult. In no 
event shall this age be less than eighteen. 

4. Where in a particular country there exists an independent approval process, 
recognised or accepted by government, which rules on issues which are 
addressed by this Code, this independent review may be used to determine 
compliance with the Code. 

5. Where there is any issue as to compliance, our lawyers should be consulted 
for advice. The key to compliance, however, will be sensitizing those creating 
our advertising and developing promotions to the basic principles and 
concepts embodied in the Code. 

} 


Ln 

o 

j: 

o 

Q 


CO 


Source: https://www.industrydocuments.ucsf.edu/docs/rnbjOOOO 



